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The man who sees that times are zow better, 
and are going to be a great deal better than they 
were before the stringency struck us, will build up 
big business for himself and take lots of business 
from the timid fellows. 

The advertiser with the right kind of business 
stuff in him, who dares to spend money for adver- 
tising xow, will have the advantage and reap the 
benefit. 

The Atlantic Coast Lists cannot help reaching 
buyers. 


One order, one electrotype will do it. 
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CATCH-HEADINGS. 


By Top O’Collum., 

Mr. Newcomb Cleveland made a 
clever argument in last week’s PRINT- 
ERS’ INK against catch-phrases ; but it 
is an argument that may be easily 
answered, 

If a newspaper advertiser were sure 
of having the reader's attention, he 
might very properly emulate the ex- 
ample of the grocer’s salesman who 
simply remarks: ‘* We have very nice 
peaches to-day, Mrs. Taylor,” and 
lets it go at that. But the trouble is 
that fifty other people are trying to get 
Mrs. Taylor’s attention, and unless he 
makes some special effort she wili 
never hear him at all. I would much 
rather take my chances with the Knox’s 
hat advertisement, which starts out 
with a wholly irrelevant subject, than 
with Miller’s, which is merely 2n old- 
fashioned ‘* card,” and has no element 
of attractiveness beyond that conveyed 
by big type. 

But it seems to me that both of 
these specimens can be improved upon. 
For example, I have now before me an 
ad of Cleveland’s Baking Powder, 
which begins : 





RISES TO THE 
SITUATION. 


Wonderful how cake biscuit and the like 


will rise with the aid of a small quantity 
of Cleveland’s Baking Powder. 


This is a good example of an appropri- 
ate catch-phrase, the objects of which 
are two-fold : 

1. ‘lo catch the eye, 

2. To lead easily and naturally to 
the thing advertised. 

Certainly Mr. Cleveland would not 
contend that any salesman would at- 
tempt to address his customer with the 
remark that heads the baking-powder 
ad. That is because talking to a per- 
son over the counter is a vastly differ- 
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ent matter from talking through a 
newspaper. In one case you are sure 
of being listened to—in the other you 
must command attention. It is true 
that every one may not read through 
the advertisement headed, ‘IT 
TAKES CONGRESS fourteen days 
to discuss the financial situation,” etc., 
but who that does will not be some- 
what impressed by the name of the ad- 


vertiser ? On the other hand, the bare 
statement that ‘‘ Miller’s Fall Hats 
Are Now on Sale ” leaves no particular 


impression on the mind. A _ bright 
writer made the point well in PRINT- 
ERS’ INK some time ago ° 

[ believe in direct advertising, but I also be- 
lieve in indirect, or what is better, a combina- 
tion of the two- that which will attract the 
needer of shoes anyway, and that which will 
be read by those who need them and doen’? 
know it, 

It is easy enough to burlesque this 
‘combination of direct and indirect,” 
but if you run over in your mind the 
advertisers whose names occur to you 
most readily, you will find that they all 
employ some deeper method than the 
bare statement of their business and 
the excellence of their The 
methods adopted by the salesman are 
not a safe guide for the advertiser. 
You would certainly be surprised if 
your druggist were to call you one 
side, show you a picture of a girl lean- 
ing out of a window, and then remark 
to you: ‘*Good morning, have you 
used Pears’ Soap?” Yet that is the 
sort of thing that is found profitable 
in newspaper advertising. 

But nothing should be used as an 
eye-catcher that does not lead quickly 
and appropriately to the subject in 
hand. Let me instance one of the 
** Ready-Made” ads intended for a 
stationer : 


goods. 


DON’T ANSWER THAT LETTER 


On shabby Note Paper, etc. 


‘Lhe introductory phrase catches the 
ye of the man who is thinking about 
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buying letter paper as well as the man 
who is not. 

When one reflects upon it, there 
does not seem to be any more reason 
for the advertisement writer to imitate 
the salesman than for the merchant to 
adapt his policy to the views of his 
entry clerk, The experience of hun- 
dreds has proved that the attractively 
baited hook wins. The proprietors of 
Burnham’s Clam Bouillon, for ex- 
ample, angle for the public with such 
ads as this: 





HAPPY AS A CLAM 


is the person who has for years been suf- 
fering from indigestion, dyspepsia and 
general debility, when he discovers the 
curative properties of Burnham's Clam 
Bouillon, ete. 





If the ad simpiy read: ‘* For indi- 
gestion, dyspepsia and general debil- 
ity, take Burnham's Clam Bouillon,” 
what chance of catching the public eye 
in the hurly-burly of modern advertis- 
ing? A literal acceptation of Mr. 
Cleveland’s argument means a return 
to the Dark Ages of advertising. 





+. 


APROPOS, 
By W. W. Brelt. 


The desire for personal renown is a 
trait of human nature, and the fact 
that such a desire exists makes the 
work of the advertising designer doubly 
hard. Jtis a task requiring bull-dog 
tenacity, and much solid argument, to 
convince an old-line advertiser that his 
goods, not his name, should be given 
prominence in the printed announce- 
ments. ‘This is more particularly per- 
tinent when applied to car advertising, 
where, at the best, the space is limited. 
Take, for instance, the ad of Best's 
Lilliputian Bazaar. New Yorkers know 
this firm and its line of trade. But sup- 
pose a stranger sits opposite its card in 
a car ; unless gifted with very fine eye- 
sight it will be impossible to tell what 
line the firm is interested in. In doing 
some work fora large house in Wall 
street, the writer had the greatest diffi- 
culty in getting permission to make 
the investment of money the prominent 
feature, and the firm name small in 
comparison with the head-line or cap- 
tion, 





x 
In spite of the general cry of ‘‘ dull 
times, no business,” the manufacturers 
of food products uphold the ‘* food 
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show.” Baltimore will be treated to 
sample buckwheats, cocoa, clam broth, 
pickles, etc., etc., on the gth of Oc- 
tober. A majority of the leading man- 
ufacturers will be represented ; the mi- 
nority will stay at home; they have 
had enough of it at Chicago, and are 
inclined to think it over, rather than ex- 
pend more money in practically the 
same manner. ‘lhe writer might men- 
tion a dozen firms that have had such 
an experience that they feel inclined to 
eschew forever all interest in fairs and 
expositions, 
* % 

There is a splendid opportunity for 
a live newspaper man to make a neat 
sum in connection with the Baltimore 
show. During the Philadelphia food 
show last fall there was published, in 
two issues, a small paper which partook 
of the nature of a programme and cook 
book in one. It contained personal 
notes of prominent people at the fair, 
recipes by the leading professors of 
cooking—these made the sheet of per- 
manent value—and notes on the lectures 
given. The little sheet was full to 
overflowing with advertising, both from 
firms on the floor and those not repre- 
sented. The writer was given to 
understand that the venture proved a 
financial success. 

Pal 

Pettijohn’s California Breakfast Food 
Company, of Minneapolis, Minn., in- 
tends entering the ranks of large adver- 
tisers the coming fall. It will address the 
public through the local papers through- 
out the country ; this work will be sup- 
plemented by a novel form of sign- 
board advertising. ‘The writer saw at 
the studio of Mr. F. M, Chambers, 
this city, a large profiled bear—the 


company trade-mark—five feet in 
length, and forty-two inches high, 
which bore the firm name in white 


letters across the body of the bear. 
These bears will be used in place of 
the ordinary lettered sign-boards, on 
grocery store walls and over bill- 


boards. 
* 


* * 

J. W. Beardsley’s Sons, 179 West 
street, New York City, weresodisgusted 
with the Fair management that they 
withdrew their application, and decided 
to expend their ‘* Fair” appropriation 
in other mediums which they thought 
would give as good returns. Their 
foresight in this action has proved to 
be very acute, 



























‘* Huyler” is another firm that de- 
cided that the wiser plan would be to 
withdraw. ‘This firm intended making 
an elaborate display, but at the last mo- 
ment withdrew. ‘lhe amount allotted 
for the work will be spent in other ad- 
vertising. 
*”% 

Following the Baltimore food show 
will come one in Providence, R. I., 
this in turn to be followed by one in 
Philadeipbia, another will be held in 
Washington, and then the annual events 
of this sort will be held in Brookiyn 
and Philadelphia. 

* 
* * 

The show window and the newspaper 
announcement are very intimately re- 
lated. But it does not follow that it is 
necessary to have in view in the win- 
dow every article advertised in the 
paper. ‘lhere’s a happy medium to be 
struck in window dressing, and it re- 
quires a student of human nature to 
discover it. Window arrangement 
should be made by a man who has in 
mind that a mass of detail obliterates 
the whole. One thing prominent and 
well arranged is better than fifty ar- 
ticles, all attractive, but so massed to- 
gether that only the mass is seen, So 
with the printed advertisement ; one 
thing dilated upon in logical talk, not 
twaddle, will give better resuits than a 
mass of detail and prices. ‘This is ob- 
vious, when the success of the Rogers, 
Peet & Co. ads, the Pictorial League 
ads, and others less prominent, but on 
this order, are borne in mind. 


ON THE INTRODUCTION OF A 
NEW ARTICLE. 
‘By Louis G. Volkmar. 

How to advertise a patent medicine 
in the best manner has been a con- 
tinual study with me for the last twenty- 
five years. During that time I have 
seen many ups and downs in this busi- 
ness. The nature and merits of an 
article are generally considered a 
secondary matter with patent medicine 
men, and neglect to give sufficient con- 
sideration to these points is the main 
cause of so many failures. Presuming 
that the article to be placed on the 
market has a little merit, you are giv- 
ing a fair quantity for the money, and 
it has a great deal of originality (in 
name and appearance of package), my 
idea of introducing it would be as fol- 
lows : 

Commence in large cities, advertise 
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in local papers, only using illustrated 
advertisements, and change illustrations 
frequently, but have something of a 
similarity in the style of ads. Short 
reading notices at bottom of column 
or in other prominent places are also 
good, 

Let the drug trade know what you 
have to sell. A quarter of a dozen left 
on consignment in each and every drug 
store catches the early birds, and a 
druggist who has sold three packages 
of an article will usually keep it in 
stock thereafter. He will not lay in a 
supply of his own accord until he has 
had at least a dozen calls for the new 
preparation. The first call he will 
usually treat with contempt, say he has 
never heard of the article before, etc., 
etc. 

If the second call follows soon after- 
wards, before he has forgotten that he 
had a call for it once before, he will 
try and fill the want by getting a 
single package from the wholesale 
house—provided the customer is known 
to him, will wait or will leave a de- 
posit to assure his return. 

It is only after the druggist has had 
a great many calls and has a stock on 
hand that he will say a good word in 
favor of the article; previous to that 
he derides it and tries to substitute 
something of his own manufacture. 
This is what I call ** Dead Advertis- 
ing,” and a great many medicine men 
have drained out all their cash during 
this period. The consignment plan 
obviates this and places the article at 
once in the reach of all prospective 
customers, and the full benefit will be 
received from the advertisements. 

Country trade I would handle differ- 
ently. After the business is in run- 
ning order in the large cities, then 
branch out into the surrounding cities 
and towns. Ilere you will not have to 
leave the goods on consignment. Offer 
to place the dealer’s name under the 
advertisement, and in nine cases out of 
ten you make a sale on thirty or sixty 
days’ time. Or let the salesman take a 
signed order making the account 
chargeable to the newspaper, and the 
amount purchased on the first bill will 
usually pay for the advertisement for a 
whole year. 

After the preparation is firmly placed 
on the market so all the wholesale 
dealers carry a stock, then go for the 
large weeklies and monthlies, and if 
you have plentv of capital you must 
make money, 
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WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 


Lonvon, August 30, 1893. 






It is the fashion just now, I gather, 
to decry the professional advertise- 
ment writer, ‘‘ ad smith,” ‘* doctor of 
publicity,” or what not, and, indeed, 
he has rather discredited himself of 
late ; but it is a new thing, even in non- 
commercial circles, to hear that he 

. doesn’t exist—has not been evolved 
yet! A distinguished contributor to a 
London weekly (Mr. James Payn, in 
fact) writes, with the pretty air of hav- 
ing invented a new profession, as fol- 
lows: 

Among the new callings that are so often 
presented to our notice it seems strange that 
no one has started an agency for the composi- 
tion of advertisements. Considering the im- 





Mr, F, W. Sears, 


mense sums spent upon this industry, it is 
curious how its literature has been neglected ; 
there are scarcely any announcements, even 
by the best houses, without some doubtful 
meaning in their construction, if not some 
gross grammatical error, The most lavish 
advertisers seem to grudge a guinea to make 
themselves intelligible. Under these circum- 
stances a graphic autobiographical descrip- 
tion, such as the fcllowing, is welcome in one’s 
advertisement sheet: ‘* Housekeeper, unpaid, 
forty-two, experienced, seeks employment 
with bachelor or widower, Small means, but 
highest references; musical, refined, obliging, 
not intrusive. Net widow.”’ What a tribute 
to genius, in connection with the opinions of 
the elder Mr, Wedler, is contained in those 
last two words! 


It is to be apprehended from _ this 
that Mr. Payn does not study his 
PRINTERS’ INK conscientiously. But, 
indeed, it does seem the case that the 
professional writer of advertisements 
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He exists, 


is pretty rare in England. 
however. For instance, Mr. Sears, 
PrinTERS’ INK's London publisher 
(whom Mr. Payn may recognize any 
day in Fleet street by the annexed por- 
trait), does considerable business in this 
way, and has designed some telling ad- 
vertisements. Ail the same, there 
seems to be a want felt among adver- 
tisers—particularly new advertisers— 
for assistance of this sort. Among a 
quite considerable correspondence, en- 
tailed on the present deponent by these 
letters in PRINTERS’ INK, the propor- 
tion of requests for such assistance is 
large. Some requests of the kind even 
come from America (which is surely 
not poor in ad smiths!), but the great 
bulk of them are, of course, English. 
I do not, as a matter of fact, cultivate 
this branch of practice, and although I 
sometimes do a little of it, in the case 
of articles which do not conflict with 
those whose advertising is a part of my 
daily business, it is always under more 
or less pressure, and in the face of a 
previous warning that the charge will 
be high. Even then pure journalism 
pays much better. [tis more invidi- 
ous to have a collection of advertising 
matter sent you, with the request that 
you will criticise it—though it is cer- 
tainly easier to amend or improve ex- 
isting matter than to extemporize or 
originate new. Very few English ad- 
vertising agencies appear to lay them- 
selves out for the work of assisting 
their clients in the preparation of copy. 
Yet one or two people, who have come 
to London intending to do this sort of 
work exclusively, have not made it 
answer. 
* % % * * 
There is, it would seem, a certain 
amount of such work wanted, but there 
is yet not exactly enough to keep two 
or three men in profitable employ. 
Especially people who want such work 
done seem to have a distinct taste for 
getting it done, even at a high rate, by 
people who don’t bid for it, which is 
funny, but, perhaps, results from the 
prevailing fashion of decrying the pro- 
fessional and_ self-styled ‘* expert” 
writer. As to the latter, the fact is 
probably this: A professional writer 
of advertisements will write better ad- 
vertisements than an amateur, or even 
than a man who is actually engaged in 
the business for which publicity is 
sought, provided that he makes him- 
self well acquainted, at the outset, 
with the business itself. Mr, Dick- 

















man, now London manager of the 
Kodak, told me that, before he allowed 
himself to so much as think of the ad- 
vertising, he spent a whole month in 
study at the Eastman Photo-Materials 
Company’s factory at Barnet. He 
turns out some very good advertise- 
ments indeed now. 
+ * * % a 


A Philadelphia correspondent writes, 
in the course of a too complimentary 
letter : ‘‘ Could you give a scheme of 
advertising that would cover England, 
stating the fewest number (sc) of pa- 
pers which would do it ?”—which is 
rather a large order. Something has 
been done on these lines in past num- 
bers of PRINTERS’ INK, and I can 
hardly, with propriety, go over the 
whole ground again ; but as this is the 
second letter of the kind received 
within the last fortnight from America, 
it may be in order to briefly recapitu- 
late the main faets. An advertiser, 
who wants to make a show in England 
by means of the ‘** fewest number ” of 
papers possible, may do so to the best 
advantage by using the London dailies 
and weeklies, which circulate all over 
the United Kingdom, It must always 
be remembered that this country is 
very small and very densely populated. 
It is only about half as big as the 
State of l'exas, and the population is 
much larger to the average square mile 
than in any State of the Union, even 
Rhode Island. There is no difficulty, 
therefore, in the metropolitan papers 
covering the entire area, and they are 
preferred, by the most intelligent part 
of the people in the country towns, to 
the local papers. There are, neverthe- 
many excellent journals pub- 
lished in provincial towns, such as the 
Western Morning News (Plymouth), 
Leeds Mercury, Liverpool Daily Post, 
Sheffield Ze/egraph, Manchester Z£.x- 
aminer, Glasgow Mail, People’s Four- 
nal (Dundee) and Dublin /ndependent. 
But even these partake of a metropoli- 
tan rather than a purely local charac- 
ter. They are sold over wide areas, 
Therefore, I should say, if you have 
an articie appealing to the educated 
and moneyed classes, the London dai- 
lies and weeklies, and a selection of 
such country papers as I have in- 
stanced (I did not profess to give a 
list), will cover the ground. On the 
other hand, with a purely popular arti- 
cle, the cheaper London weeklies— 77 
Bits, Answers and the other penny 
papers—and the weekly newspapers 


less, 
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like Lloyds’ Mews and Zhe People 
(which have large circulations on Sun. 
day and are likewise sold at ‘‘ the pop- 
ular penny”), and the great week-end 
papers attached to the leading provin- 
cial dailies, would make an effective 
programme. As to the cost, a point 
on which my correspondent also in- 
quires rather inconsequently, I can 
only say that it all depends on the 
space (naturally), and that the space 
required also depends on the nature of 
the merchandise and the general policy 
of its manufacturers. 
* * * * * 

The Chancery Lane Safe Deposit 
Company is advertising in urgent terms 
for a burglar or two: 





| BURGLARS WANTED. 





The C. L. S. D. C. is, in fact, very 
anxious that some enterprising Bill 
Sykes should try his hand on the in- 
vincible nremises at Chancery Lane. 
The announcement rather cruelly ends 
with a suggestion that the said bur- 
glars should be prepared for the failure 
and a course of imprisonment—so 
safely are the deposit company’s prem- 
ises guarded. It is a telling advertise- 
ment, as is also the company’s standing 
offer to exhibit the place to any one 
who will call and present a_ visiting 
card. Judging by the exterior, | 
should say it would take a good deal 
of tenacity on the part of any cracks- 
man to assault it. 

An Iowa publisher acknowledges 
the receipt of an egg which “was laid on our 


table by Rev. Mr. Smith.” Mr. Smith seems 
to be a layman as well as a minister.— Trade. 





3,401 NOT 2,401. 


The above figures apply to the circu- 
lation of the Rockland Courier-Gazette. 
The following letters explain : 

RockLanD, Me., May 7, 1893. 
Pubs. American Newspaper Directory: 

Dear Sixrs—Perhaps you can imagine with 
what regret we read the circulation figures 
which you give to the Courier-Gazctte in the 
1893 edition of your Newspaper Directory. 
We mailed you in due season our yearly issue 
statement, made out in correct form, showing 
our weekly average for 1892 to be 3,461 copies. 
The reporter states it at 2,461. It is easy to 


say that this is a typographical error—that by 
a fatality which sometimes pursues the printer 
a figure 2 where a 3 should be has made its 
way past type-setter and proof-reader ; but 
this is small salve for us, 


We have boasted 
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much of our circulation, which we have been 
years in building up, till it is exceeded by few 
weekly papers of our class in New England. 
Advertisers have come to recognize our 
prices, which we have based upon the rating 
given us by Rowell’s Directury. You now at 
one fell swoop cut down our true rating nearly 
30 per cent., and subject us for the year to 
come to endless trouble, if not financial loss 
with our customers. It is not necessary for 
us to multiply words, for the extent of the in 
jury you have wrought us is in proportic nto 
the high rank your Directory occupies with the 
advertising public, and isapparent at a glance. 

We write ** more in sorrow than in anger, 
willing to believe that you will regret the mis- 
take, but doubiful of your ability to make any 
correction that shall repair the injury done us, 

Porter & JONES, 


” 


New York, May 10, 1893. 
Pubs. of Courier-Gazette, Rockland, Me.: 

GentTLEMEN—Your letter of May 7th is at 
hand, ‘The Courier-Gazette was entitled to 
be rated in the ** American Newspaper Di- 
rectory’ as having an actual average circula- 
tion of 3,461 copies and to have the accuracy 
of that rating guaranteed by a $100 forfeit, to 
be paid by the publishers of the Directory to 
any one who should prove the rating to be 
false. 

That your paper is not rated as above is 
owing to aclerical error, for which there is now 
noremedy. We offer a reward of $25 for the 
discovery of any such error in the Directory, 
and this is only the second time in the history 
of the publication that we have had occasion 
to pay the reward, 

luclosed we send you check for $25. 

We regret the error more than we can tell, 
This letter, however, will serve to set you 
right with such advertisers as you come in 
communication with. If there is anything 
more that we can do, we sha!| take great pains 
to second your effort in every direction to 
undo the harm which the under-rating may be 
calculated to bring you. 

Trusting that you will appreciate our posi- 
tion and thanking you for the mild and con- 
siderate tone of your letter, we are, 

von obedient servants, 
Gro. P. Rowge.it & Co,, 
Pubs. of “‘ American Newspaper Directory.” 





case where the Di- 
found in fault 
News. 


The only other 
rectory has ever been 
arose with the Frederick, Md., 
Its history is as follows : 

The revise books of the 1892 Direct- 
ory show that the following copy was 
furnished to the printer : 





The previous edition of the Direct- 
ory always forms the basis of the new 
edition, such corrections as the passage 
of the year make necessary being indi- 
cated in the margin. When a proof 


of the above copy was furnished by 
the printer to the editor of the Direct- 
ory, an error was noted and the copy 


PRINTERS 


ae aA evening except Sunday. 


hed 1883; waren, gouthers . 





INK 





was returned with correction as here 
shown; 


ania Bere? ¢ evening except Sunday, 
da daily fo ents. weekly eight —— 
in, HRI. 18x23. weekly e pa 
ivecription — daily $3, weekl estab: 
Tis hed 1888; Great Southern ‘ensinn and 
Manufacturing Co. Ors 2nd pub ¢ 
circulation—dally HOW, weekly H 3,00 


that this correc- 
tion was noted by the printer, but just 
at that time the publishers of the Vews 
sent in a picture of their newspaper 
building to be incorporated with the 


There is evidence 


notice of the paper. This necessitated 
re-arranging the paragraph, which then 
took the following form, and the cor- 
rection previously noted was lost sight 
ot: 

NEWS; every evening except Sunday, 
and WEEKLY, Thurs- 
days; independent; daily 
four pages 18x23, weekly 
eight pages; subscription— 
daily $3, weekly $1; estab- 
lished 1883; Great Southern 
Printing and Manufactur- 
ing Co., editors and pub- 
lishers; cire’n—daily J 600, 
weekly H 3,000. 





The proof had already been examined 
the editor of the Directory, and, 
the circumstances, it is not 


by 
under 
strange, perhaps, that the omission of 
the figure 1 before 600 was not again 


noticed until after the book had been 
printed. ‘The publishers of the Vews, 
however, had furnished a statement en- 
titling them to an exact rating; that 
rating was not given, consequently the 
forfeit of $25 was due to them; it was 
cheerfully paid. This forfeit had been 
offered for years, but never before had 
a publisher established a claim that 
entitled him to receive it. 

When it is remembered that in many 
years but these two cases have ever 


wv. 


Co., editors 
J 





been unearthed where a_ publisher 
placed on file with the Divectory the 
facts concerning his circulation, and 
the same was not accepted and used, it 
is a convincing disprover of the com- 
mon impression that newspaper men 
are ready to tell stories about their 
editions which facts will not sustain, 






















A LETTER TO NEWSDEALERS. 


The ** NaTIONAL Po.ice GazettE,” | 
New York, August 7, 1893. { 

Dear Str—Owing to the summer season, 
business is somewhat depressed. Although 
the sales of the /o/ice Gazette decrease, 1 no- 
tice that some of the newsdealers have not 
cut their orders accordingly. 

e return privilege of any newspaper re- 
verts to the benefit of the newsdealer only, as 
the extra amount of unsold papers retusned 
more than eats up the difference in the salesto 
the publisher. Inasmuchastiie publisher thus 
weighs the rights of and protects the news- 
dealer, he justly expects reciprocity, and that 
his interests be considered so that he will not 
be subjected to any unnecessary expense by 
the dealers ordering more /ol/ce Gazettes 
than they can sell, | therefore request all 
newsdealeis to cut their orders toa point as 
near actual sales as their good judyment will 
admit, but always having on hand a /%d/ce 
Gazette when it is called for. 

I trust that you will give these pvints due 
consideration, IL feel confident that your ac- 
tions will be in accordance therewith, 
Yours truly, 

Ricuaxp K, 

— 

WE DON’T BELIEVE THIS WOULD WORK. 


Fox. 


LakeErorr, Cal., 
Editor of Printers’ INK: 
You ask for suggestions how to get the $24,- 
833.50 you paid in excess postage returned. 
We offer the following: Get one or two Sen- 
ators who are doubtful on the silver repeal to 
agree to vote for the repeal. Then go to the 
President and tell him if he will get your 
money refunded you can guaraytee him so 
many votes for repeal, and, our word for it, 
he'll get your money for you. We seem to 
be very similar to the Central and South 
American countries now. The President 1s 
doing the legislating; the Congressmen are 
mere puppets in the show. 
Yours for success, ScupaMmoreE & Co, 


oe 


1O WALTZ MUSIC! 


Sept. 5, 1893. 


HAS HAD IT.SEI 

SAVANNAH, Sept. 6, 1893. 
Editor of Printers’ INK: 

I inclose you copy of an advertisement of 
mine for the “Le Panto”’ cigar. It took the 
prize over one hundred competitors. I have 
the ad also set to waltz music, all of which is 
strictly original. Very truly, 

James FE. 
“Le Panto.” 
Fragrant ‘‘ Le Punto,” sweet social star, 
Bundle of manna, matchless cigar, 
Ere I surrender the taste of thy tips, 
Rosa Matilda may pass with her lips. 
See the o!d people, how snug they sit, 
Straight as a steeple, ** Le Panto’ well lit ; 
Peace in their taces, love in their souls, 
Watching ‘* Le Panto’’ smoke as it tenderly 
curls, 
Soothing with comfort, 
thought ; 


CHASE. 


they give food for 


“Le Panto”’ 








Thank heaven, say all, we 
boug t. 
Experienced. — Patent Medicine 


Vender (in Oklahoma): Have you ever ex- 
perienced that tired feeling ? 

Prominent Citizen—That tarred feelin’? 
You bet! An’ that feathered feelin’, too, by 
Jing !— Puck, 


PRINTERS’ 





INK. 321 
Classified Advertisements. 
Advertisements under this head. two lines or 

more, without display, 25 cents a line. Must 

be handed in one week in advance. 

WANTS. 

WE WANT to do good oes printing for you. 
PRINTEKS’ INK PKESS. PKESS, 10 Spruce St., N. Y. 
WV 4NTED Advertising tising manager Must be a 
hustler. Address “E. E.,” Box 42, Pitts- 
burgh, Pa. 


’ ANTED—A list of local N News Bureaus. Send 





in yourname. Address *C. M. B.,” P.O. 
Box 709, New York. 


I WISH to buy first- class | daily or weekly in 
A age large city. — with fullest de- 
“R.,” Box 3212, New York 


par ISHER, with plant and money to buy 
outright or anne — & stablished and paying 
class journal, address * H ,” care Printers’ Ink. 


\ 7 ANTED~ A “hustler ” of experience desires 
position as manager of live daily in grow- 
ing town or city. Address J. EDD. LESLIE, 


McKeesport, Pa. 

[“ ISTRATED fe satures for ne wspapers. Ar- 
ic, attractive, cheap. | io proofs and 

particulars. Address CHAS. HARPER, 

Jolumbus, Ohio. 


\ ’ ANTED—To pure hase a news per, Repub- 

lican or inde ident preferred. State 
— and terms. Ad yER BEATTY, 276 
‘ourth St , Detroit, Mich 


NUTS for advertisers. Bright, attractive, 
yey Absolute satisfaction guarant 
Send for late proofs and particuiars. Address 


CHAS, W. HARPER, Columbus, Ohio. 


W* will pay highest prices for used Colum- 
os an haar gdh ota 2c. value), also for any 
old T stamps. Send list of what you have. 

CRITTENDEN & BORGMAN CO., Detroit, Mich. 


YARE chance for literary gentleman, with 
\ some capital, as chief editor of an established 
literary ——— Good paying business in 
connection References _re¢ ee Address 
“ MAGAZINE,” care Printers 


RINTERS’ INK, Oct 4th, “ 
very old subscriber wiil ge 














pene issue— 
copy. Over 


50,000. Advertisements, classified, % cents a line ; 
displayed 50 cents a line ; $100 a page. 


NTERS’ INK, 10 Spruce St., New York. 


\ JANT ADVERTISEMENTS in PRINTERS’ INK 

under this head, four lines (twenty-five 
words) or less, will be inserted one time for one 
dollar. For additional space, or continued in- 
sertions, the rate is 25 cents a line each issue 


fy Maceewre attracts trade. Ideas on eve: 
one of the 160 pages (9x12) of “A MINT oF 
Hints ” that are worth c ae “ea entire book 2 
post-paid. Send for i camels pane GRIFFITH, 
AXTELL & CADY CO.. O.. Embossers, Holyoke, Mase. 


NY TIME you want unt hustling, energetic agents 
and canvassers anywhere, let us know. 
Have 65,00 at $1 9 M; the lot for $50. Cash 
order and authen Every State and Ter. New 
lists daily. 20 vemee exper. S. M. BOWLES, J. P.. 
Woodford City, Vermont 


GENTLEMAN, having twelve years’ success- 
4 ful experience in soliciting advertising, de- 
sires to purchase an interest in some well-estab- 
lished high-class newspaper or magazine, where 
his experience and connections may be utilized, 
the price to be ——— on the net earnings for the 
last five years. *P.,” care Printers’ Ink. 


ws AT can = dif for you in Washington ! 

for . vertisers 
and others exec’ whee at moderate pric es. Inter- 
views secured, literary and news articles pre- 
pared, and business at a tenet —— the Depart- 








ments. ong ge 42 Cay i b 
. riting to THE ASSOCIATED DUSTR Ab 
PRESS, 918, F St., N. W., Washi noeen, B 


ADDRESSING. 


I F you wish to buy lists < names, advertise for 
them in Printers’ Ink 


5000 


wie ones, nicel 


ADDRESSES | AND 


NAMES of ; —— milliners, 
farmers and others, throughout Va. 
y_ arranged, $1 per thousand, 


DIXIE PUB. CO., Richmond, Va. 
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$1 5.00 pak sellout adv 


will never 
advertisement on dial’ 


P 


ats 


‘I 


music plates in your 
cipal pieces of voca 
music 


W 


50,000. 
displa 


electric 


$1 w 


sds SALE 


22 


RINTERS’ INK, Oct. 4th, important issue— 
Every old subscriber will getacopy. Over 








50,000. Advertisements, classified, 25 cents a line ; 


displayed, 50 cents a line ; $100 a page.  eauaeaa 


cRS’ INK, 10 Spruce St., New York. 


JERSONS who have facilities for bringing ad- 
vertisers and consumers into contact through 


lists of names and addresses may announce them 
in4 
for one dollar. 
continued insertions 25 cents a line each issu’. 


lines, 25 words or less, under this head once 
Cash with order, More space or 


ADVERTISING NOVELTIES. 

hine to ure 
ertising article, which 
o out of fashion. Particulars CHAS. 
MALEY NOVELTY CO., Cincinnati, Ohio 


‘LOCKS for advertising purposes, - the hun- 
dred or thousand ; paper-weight clocks with 
Address SETH THOMAS 





fact 











LOCK CO, 49 Maiden Lane, New York. 
RINTERS’ INK, Oct. 4th, important issue 
Every old subscriber wil! get acopy. Over 


000. Advertisements, classified, 25 cents a line ; 
ed, 50 cents a line ; #100a page Address 
{ork 


pay 
RINTERS’ INK, 10 Spruce St, Ne 


FOR the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 


reader as well as advertiser, 4 lines, 25 words or 
less, will be 
one dollar 


inserted under this head once for 
Cash with order, More space or con- 
nued insertions 25 cents a line each issue 


‘HE best means to ) push ¢ eoutesion and get 
the attention of advertise is use our 
per We publish the prin- 
= well a a 
Will take n adve ing in you 
»lumns. Address EW vonK MUSI AL ECHO 
, Broadway Theater Building, N.Y. 
o> —— 
ADVERTISING AGENCIES. 
7ILLIAM HICKS, Adverti sing Agent. 
150 Nassau St., New Yor! 


TEWSPAPER Advertising and peschasing 











Agency. 19 East Mth St., New York 
¥ ou wish to advertise Be tg anywhere 
any time, write GEC “ P KOWELL 
DV ERTISING CO, 10 on e St.. New York. 
DV mt gor ha and publishers And ve om t 
and reliable alwa GEC Ack, 


Newspaper Advertising Saenar: ie” lcadoaar 


Y. Good service. Best rates 


RINTERS’ INK, Oct 4th, important issue— 
Every old subvcriber will get acopy. Over 
Advertisements, classified, Scents a line; 3 
yed, 50 cents a line; $100a Address 
RINTE RS’ INK, 10 Spruce St., New York. 


— eer 


TO LET. 


‘O LET—Front office in building No. 10 Spruce 
Street. Large and well lighted ; steam heat ; 
light ‘or further particulars address 
EO. P. ROWELL & CO 
RINTERS’ INK, Oct. 4th, important issue— 
Every old subscriber will get a cop Over 
Advertisements, classified, 25 centsa line ; 
ed, 50 cents a line; $100a page. Address 
ERS’ INK, 10 Spruce e St., New York. 


+e 


FOR SALE, 





*RIN 





F wish to sell lists of names, advertise 
them in Printers’ Ink. 
BUYS 4 lines 50,000 copies 
OMAN’S WORK, Athens, Ga. 
NAZETTE ADVER’T RECORD—For pa “ig #1. 
¥ Testimonials, GAZETTE, Bedford, 
ANDSOME re JSTRATIONS for papers oe 
alogue. 25c. LLUS. CO., Newark, N J 
At soca power Otto gas engine 
been used about eighteen months. 
VENING NEWS, Saginaw, E. S., Michigan 
OR SALE -At par, a age ny interest in 


proven. 


the stock of the W. D. Wilson on inting Ink 
Pe eek 2 eng Capital, = Address 
. Box 700,N. Y City. 


PRINTERS’ 





INK. 


RINTERS’ INK, Oct. 4th, important issue— 

Every old subscriber will get acopy. Over 
50,000. Advertisements, classified, 25 cents a line ; 
dis pares , 0 cents a line ; ; $100 a page. ress 
PRI SRS’ INK, 10 Spruce St., New York. 


he SALE—The first, second and last pages of 
PRINTERS’ INK for 1891. Also page preceding 

editorial page. Price of first and last pages, 
7,800; of other two, $6,500 each. et adage re- 
uction if contracted for before October Ist 


20 00( LETTERS for sale or copy. All 
5) from school teachers, many con- 
taining lists 


of several names of teachers’ 
friends. Excellent in every respect. Low price. 
Address V H. RAE & CO., Box 1729, Boston. 


WILL buy a fine newspaper and 
job office, in college town of South- 
ern Ohio. Fo business of $9,000 Outfit cost 
$6,000. Most of it new last June. Paper has good 
reputation and big following. Big prices for 
work and ads. Address “ X. Y. Z.,”” Printers’ Ink. 


I ARGAINS IN SECOND-HAND PRESSES—To 

reduce our present large stock of rebuilt 
resses, we will, for the next 60 days, make a 
arge discount from our advertised price. Any 
one interested please send for price list and 
special discount sheet. THE BABCOCK PRINT- 
ING PRESS MFG. CO., 9-10 Tribune Building, 
New York City,and New London, Conn 

















> 





———~ 
ILLUSTRATORS AND ILLUSTRATIONS 
I ANDSOME me ee IONS for neers cat 

RINTERS’ INK, “Oct. 4th, Sugestent issue 
ivery old subscriber will get a copy. Over 
displayed, 50 cents a line; $100a page Address 

PRIN ERS’ INK, 10 Spruce St., New York. 
THEA TER PROGR AMMES. 

ging n ON. A _theater programmes, 
rates, etc., address 

RINTERS’ INK, Oct. 4th, important issue 
gy old subscriber will get acopy. Over 


alogue, 25c ILLUS. CO., Newark 
50,000. Advertisements, classified, 25 cents a line ; 
+ 
93°. Fo 
ADoLPa STEIN, 113 E lth 8t., N. Y. 
——_ nts, Classified, 25 cents a line ; 








displa ed, 50 cents a line ; #100 a pai €..! pares 
ERS’ INK, 10 Spruce St., New 
PREMIUMS. 


JYREMIUM USERS~ Write for a good article to 
KUHN & CO, Moline, Ill. 





REMIUMS WA} —Give references ; state 
ifcutsarefurnished NEWS, Mt. Airy, NC. 
EST goods for mail order business and pre- 
miums for publishers and manufacturers. 
W.N. SWETT & CO., 3 Reade St., New York. 


1 EW illustrated catalogue of the best premi- 
ums for newspapers and manufacturers now 
ready Senc for itand get new business. HOME 
BOOK COMPANY. 142. & 144 Worth St., New York 


RINTERS’ INK, Oct. 4th, gyre issue— 

Every old subscriber will a copy. Over 

50,000. Advertisements, classif ed, 25 cents a line ; 

¢ lisplayed, 50 cents a line; $100a page. Address 
PRINTERS’ INK, 10 Spruce St., New York. 


7 EWSPAPER managers, wish to double your 
circulation! Give subscribers their photos 
FREE and WITHOUT COST TO YOU. Partieu 
lars, $3 (or send stam p for plan, to be - for 
if adopted). MASON’S AGENCY, Box 195, 38 N. 
Broad St., Philadelphia. 








BILL POSTING & DISTRIBUTING. 


NAIL up “7 and distribute circulars. 
F. R OWELL, Stamford, Conn. 


RINTERS’ INK, “Oct. 4th, rtant issue— 
Every old subscriber will g a copy. Over 
50,000. Advertisements, classifie ‘d, 2 age line ; 
displayed, 50 cents a line ; $100 a p: Address 
PRINTERS’ INK, 10 Spruce St., New York. 


I: OR the purpose of inviting announcements of 
the addresses of local bill posters — distrib- 
tuors, two lines(12 words) or less will be inserted 
twice under this heading for one dollar. or 
three months for #6 50, or $#26.a year. Cash with 
the order, More space 25 cents a line each issue. 

















ADVERTISEMENT CONSTRUCTORS. 
(ems A. BATES, 91 World Bidg., N. Y. 


D —— Negotiable ideas bx gy and sold 
D. Zz COMPANY, P. Box 401, 
Ft. | x. ¥. 


»LANS of adve 
singly or in 
any business. Term 
care Printers’ Ink. 
BUILD ads with busi og — qualities ; 
illustrated and otherw lay pay you to 
correspond with me SIDNEY" Cc. LEWI, 54 
Franklin St., N. Y. City. 


A’ DS naa i kinds, primers, s, pamphlets and cata- 
prepared in original, effective forms. 
fiustrations, made and entire charge of mechan- 
cal work assumed if desired _ Address JOHN Z. 
kOG ERS 769 Monroe St , Brooklyn 


pawmrass. INK, Oct. 4th, important issue 
old subscriber will get a copy. Over 
50,000, rv vertisements, classified, 25 cenisa line ; 
eaten 50 cents a line; $#100a page Address 
PRINTERS’ i NK, 10 Spruce St., New York. 


WRITE advertisements, circulars, booklets 
arrange catalogues and take entire charge of 
mechanical work when desired. Past patrons 
sav I do - well. Do you need such services, 
Four sample ads for any retail business for #2. 
CHARLES A. BATES, 100 E. 8ist St,, New York 


— 
SUPPLIES. 
I EVEY’S INKS are the best. New York. 
4 





ing pre’ repared Ads written 
primers ani jingles for 
s moderate. JOHN 8. GREY, 





e 

















’ AN BIBBER’S 
Printers’ Rollers. 
INC for etching 
Z. Water St., New 
ve PEERLESS ” CARBON BLACK. 
For fine Inks—unequalled—Pittsburg 
TS TYPE from BRUCE’s NEW YORK TYPE 


COOK, 


BRUCE & 90 
ork. 





FOUNDRY, 13 Chambers St., New York 
Best. and cheapest. Get their prices before 
purchasing. 


rss PAPER is printed “with ink manufac 
tured by the W. D. WILSON PRINTING IN 
CO., L't’d, 10 Spruce St.. Ne w York Special prices 
to cash buyers. 


YAPER DEALERS - 





M. Plummer & Co., 45 
Beekman St ,N Y., sell every kind of paper 
used by printers ‘and publishers at lowest prices, 
Full line quality of Printers’ Ink 

)RINTERS’ INK, Oct. 4th, important issue— 
Every old subscriber will geta copy. Over 
50,000. Advertisements, classified, 25 centsa line ; 
displayed, 50 sa line ; $100 a page. Address 
TRIN TERS” INK, 10 Spruce St, New York 
——— > ad 


MISCELLANEOUS. 
I EVEY’S INKS are the best. New York. 
4 





yar BIBBER’S 
Printers’ Rollers 
i IPANS TABULES purify the blood and re- 
store the complexion. 
DAPER DEALERS M. Plummer & Co., 45 
Beekman St, N. Y., sell every kind of paper 
used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


RINTERS’ INK, Oct. 4th, important issue— 





Every old subscriber will get ac opy. Over 
50,000. Advertisements, classified, 25 cents a line ; 
displayed, 50 cents a line; $100a page Address 
PRINTERS’ INK, 10 Spruce St , New York. 

A DVERTISING MEDIA. 
sum TELEGRAPH _ 
.O exchange ad. Rates 25c OUR 


pace. : 

HOME, Rose, TL 
( ur Southern Home,40p. mo. ieaieration jour- 
nal. Cir’n large,advg r low Hamlet,N.C 
W BCONsIN AGRICULTURIST. Racine, Wis 
Proved circulation, 30,000 ; 20 cents a line 








PRINTERS’ INK. 











323 





rson advertising in PRINTERS’ INK 

Z Oe = amount of $10 is entitled to receive 
the quer for one year 

LBANY, N_ Y., TIMES-UNION, every even- 


4\ ing,and W EEKLY TIMES, reach everybody. 
Largest circulation. Favorite Home paper, 


DVERTISE with the Chu Church Press Associa 


tion, incorporated, esand rate of gor 
church = azines. sonia ies = rates on appl 
cation 8. 18th St., Phil’ 





—— PRESS, Kinston, N.C., aaa to be one 

the two or three best weeklies in North 

Carolina Issues over 1,000 every week—average 
larger. Has very few dead beats. Nice print. 


1 (3 will pay for 5 lines of advertising 4 weeks 
$ n 100 Illinois newspapers having a guar- 
anteed circulation of 1,000 copies per week. CHI- 
CAGO NEWSPAPER UNION, 10 Spruce St., N. Y. 


( YOLUMBUS. Central, Southern, and Southeast- 
ern Ohio ir? a rich field for advertisers, 
y STATE JOURNAL—Daily, 12,500; 
17,000, and Weekly, 23,000—covers the 
An leading advertisers use it. 


fie eld. 

- 5 ( CENTS for a 40-word advertisement 6 days, 
OU or $1.00 for one inch 6 days, ina daily of 
7,300 circulation, is cheap enough ‘The Brockton 
(Mass) ENTERPRISE prints acceptable ads for 
above prices. Specimen ne opies free. 


PRINTERS’ INK, Oct. | 4th, important issue— 
Every old subscriber will get a copy. Over 
50.000. Advertisements, classified, 25 cents a line; 
displayed, 50 cents a line; $100 a page. -— ress 
PRINTERS’ INK, 10 Spruce 8t., eer ce 


Pe BLISHERS who have constantly lll up 
and lauded the value of printers ink as the 
secret of substantial success should demonstrate 
that they belicve what they assert by using 
tt F. Cook Ad 








PRINTERS’ INK themselves.—W. 
vertising Manager of Judge, = York, } nN. ¥ 
‘le Bureau of Pre: ss C lippings, Frank A Bur 


relle, pres't., 151 Western U nion Building, 
New York, issues daily the semi-weekly advance 
information on newspapers—new, contemplated, 
burned out and suspended ; also on mills, large 
buildings, bridges and electricity. Clippings on 
every possible subject. 


HEAR very frequently from the little adver- 

tisements of the Pr ress that have appeared in 
the “Special Notice” department in PRINTERS’ 
InK. I do not believe it unreasonable to presume 
that every one of those little notices is read with 
avidity and by all of the subscribers to PRINT- 
<i Ink —H. O’R. Tucker, Daily Press, Troy, 


( \LASSIFIED ADVE ERTISEMENTS in PRINTERS’ 

INK begin with a two-line letter, but have no 
other ‘isp ay. Under headings of Advertising 
Media, Sup lies, Miscellaneous and For Sale, 
Wants, Bil Posting and Distributing, Ad- 
vertising Novelties, Addresses and Addressi 
Illustrators and [Illustrations and Advertis 
Constructors, 4 lines (25 words or less) will be in- 
serted once or two lines (12 words or less) twice 
for one dollar if the cash accompanies the order. 
Additional space or insertions charged 25 cents 
a line each issue. 


SPECIAL OFFER—Fora page advertisement 
£\ in PRINTERS’ INK for the 52 issues that make 
up a year the charge is $5,200. We now solicit a 

age advertisement from you for PRINTERS’ INK 
ce the year 1894, and for such an order, at this 
time, offer the following concession, viz : The 
advertising may begin now and appear in all the 
remaining issues in 3 without additional 
charge, thus exte ndings the year over 66 wecks at 
the price of 52 w s. Fora half-page advertise 
ment the pric e is $2 600, or one-half the price of 
apage. Fora half-page order received nuw the 
same co ion will be made that is offered for 
or a page. For a quarter-page in 
ERS’ INK the price 1s $1,300 a year; but we 
will accept an order for a quarter-page. to be in- 
serted from now till the end of December, 1894, 
for $1,300, thus giving 66 weeks at the price of 52 
wee two-line display advertisement in- 
ser ed in PRINTERS’ INK for a year costs $52 ; but 
for $52 we will receive a two-line advertisement, 
to be inserted from now till the end of Decem- 
ber, 1894. Any additional space may be had on 
the same conditions at #26 a line for the whole 
period of 66 weeks. Address orders to PRINT- 


















SRS’ INK, 10Spruce St., New York. 
Sept. 20, 1893, 














PRINTERS’ 


A JOURNAL FOR ADVERTISERS. 


IN K. 


PUBLICATION OFFICES: 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 
Issued every Wednesday. Subscription I'rice : 
Two Dollars a year. Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 
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Ir is announced that the University 
of Pennsylvania will add a four years’ 
course of training in journalism. Such 
a course might with propriety include 
a series of lectures on advertising. If 
coming from a practical man, informa- 
tion of this character might turn out to 
be much more valuable to the student 
than any amount of instruction about 
writing fer the press. 

ees 

A Massachusetts advertiser, who 
offers a cure for intemperance which 
can be secretly administered by wives 
in their husband's tea or coffee, begins 
his announcement in this way ; 


The Men 

Know Nothing 
about it, The terrible debased appetite 
for spirituous liquors disappears before 
they realize ’tis gone. 


In his choice of a head-line he dis- 


plays a deep and intricate knowledge 
of the feminine mind. 





DuRING the recent financial strin 
gency in New Orleans an enterprising 
furniture firm made a high bid for 
patronage by appending the following 
to its ads in the daily papers : 

Savings Banks’ Pass Books and Certified 
Checks taken in exchange for Furniture, 

A boot 
one better 
change : 

N. B.— Bank Certificates of Deposit will be 
received for all purchases, and Currency given 
in exchange, 


it 
as 


and shoe house 


by giving 


went 
currency 


The irrepressible country editor, not 
to be outdone by the city merchants, 
inserted the following in his local col- 
umns, which is not without an appear- 
ance of levity : 

We will take Certified Checks for Subscrip- 
tion; also Baggage Checks, Calico Checks 
and a few Poker Checks, 
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IN a recent announcement the New 
York World says that the following 
eight firms are the largest advertisers 
in New York City: Bloomingdale Bros., 
R. H. Macy & Co., John Daniel & 
Sons, Adams & Co., Ehrich Bros., 
Edward Ridley & Sons, Ludwig Bros., 
Alfred J. Cammeyer. 





THE Louisiana Lottery, which at one 
time paid large sums of money to 
American newspapers for advertising, 
but which has now been driven out of 
the country, is gathering material for 
a volume of statistics, the object of 
which will be to show that lotteries 
constitute only a small part of the 
gambling done in this country, and 
that they are much fairer than horse- 
races, 








For a high-class magazine to sell its 
copies for less than the bare cost of the 
white paper, seems at first thought a 
ruinous policy, Yet this is just what 
the Cosmopolitan is doing, and its man- 
agers are confident of success. The 
news companies pay the publisher seven 
cents a copy, the retail price being 12% 
cents. ‘lhe magazine weighs over thir- 
teen ounces, and most of the paper 
used costs ten cents a pound. When 
the other enormous expenses of a mag- 
azine are considered, it will be seen that 
the advance in advertising rates to $50 
a page more than is charged by the 
Century is not without reason, Mr. 
Walker states that up to last November 
his magazine was a losing venture, but 
since then it has paid him a profit of 
$54,000, 





HE NEEDS AN OFFICE CAT. 


Des Mornes, Iowa, Sept. 11, 1893. 
Editor of Printers’ Ink: 

Inclosed_ please find copy of the most in- 
sulting offer ever made to publishers of 
America, Far ahead of the trade fiend, this 
stands as a mighty monitor to warn publishers 
of advertising frauds, Apparently the face 
of the contract is all O. K., but a glance at 
the conditions on the back thereof, i1 addi- 
tion to the robbers’ price named, would brand 
the agency as a detestable imposition. 
Please review the conditions of publication 
for the benefit of American newspaper men, 

Sincerely, C, W. ELtswortn, 

Next to a paste-pot and shears the 
most valuable property about a news- 
paper office is a good capacious waste- 
basket. It should be large enough not 
only to take in rejected manuscripts 
(unaccompanied by stamps), but als 
all the ** insulting” advertising propo- 
sitions that come to hand. 














It is said that a clothing store pro- 
poses to display its goods on dummies 
bearing a strong facial resemblance to 
well-known public characters. 





CHICAGO’S OPPORTUNITY. 





In the Wational Printer- Fournalist 
for August (just out) Mr. John G, 
Bohne, of the Chicago /otel World, 
asserts that direct violation of the 
postal laws is continually taking place 
in that city, and alleges that 100 tons 
of books are illegally transferred 
through the Chicago post-office monthly 
at a loss to the government of five 
cents a pound, If this is so, the Chi- 
cago postmaster can save $120,000 a 
year to the Post-Office Department by 
simply attending to business, 

—— 
NEWSPAPERS AS NECESSITIES. 


STEELTON ApvocaTE (Daily and Weekly). | 
STKELTON, I’a., Aug. 19, 1803. § 


Editor of Printers’ Ink: 


Printers’ Ink gives so much of interest 
and benefit to newspaper publishers that we 
desire to ask a question, an answer to which 
may interest readers. The question is, whether 
courts have ever held that newspapers are 
household necessities? Vf an iouatiee 
answer could be cited, it is quite certain that 
the newspaper fraternity wou.d be greatly in- 
terested in it. Many men subscribe fora 
newspaper, and, after getting it a number of 
years, refuse to pay for it, and when full in- 
vestigation is made it is learned that their 
wives are really the owners of the property. 
Allsuch bills are not collectible, unless the 
court would hold that the newspaper is « 
household necessity, in which case a wife 
could be held responsible. Country news 
papers lose hundreds of dollars annually on 
this very point, so that this class of readers 
would certainly be pleased to hear whatever, 
if any, consolation could be offered through 
the columns of Printers’ Ink. 

Yours respectfully, 
J. R. Missemer, 
Pub, Advocate, 


This question of whether news- 
papers are necessities recently came up 
in St. Paul. ‘The Board of Control of 
that city wished to know whether they 
could lawfully furnish the county alms- 
house and city hospital with news- 
papers, and made formal inquiry of the 
corporation attorney. His opinion 
was that they may, for he holds that 
newspapers are necessities of life. In 
discussing this decision, the New York 
Sun says: 

‘** The opinion is a sound statement 
of fact. ‘The newspaper has become 
a necessity to Americans, and to be 
shut out from a knowledge of what is 
going on in the world would be as 
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great a hardship to them as any other, 
except lack of food, clothing or shelter, 
The life is more than meat, and the 
body than raiment; and the satisfac- 
tion of the mind is as legitimate as the 
satisfaction of the bodily wants, and of 
a higher order. The sick in the hos- 
pitals and the paupers in the alms- 
houses may share in the common 
privileges of Americans. The news- 
paper is the university and the tibrary 
of the people, the common school of 
manhood. It is the great debating 
club of politics, the exchange of busi- 
ness, the record of each day of human 
experience. It is necessary to the 
proper discharge of the political duties 
of the citizen. 

** But a newspaper, at least a good 
newspaper, is more than a necessity. 
It brings into the narrowest life some 
sense of the vast life of the world. It 
is full of tragedy and comedy, wit and 
passion, the heroic and the humble, 
the crime and the merriment of na- 
tions. It is a great realist history. It 
is a daily commentary upon human 
nature.” 


+-+> 
POOR POLICY. 

Some advertisers attempt to bolster 
up their own announcements by enlarg- 
ing on the defects of their competitors’ 
goods. This feature is so exaggerated 
that the reader becomes suspicious of 
all goods in that line. A correspond- 
ent calls PRINTERS’ INK’s attention to 
an example of this class and pertinently 
inquires: ‘‘ Would not the recital of 
such an accident rather deter people 
from buying ?” 


WHOSE BED IS THIS? 





F. Greenwood and wife, of 207 Cass 
street, Chicago, had a narrow escape from 
death’ a few nights si:ce. While sieepiny, 
their bed, which is one of the folding variety, 
closed, The top, which weighs several hun- 
dred pounds, toppled down on the occupants 
Fortunately, Mr, Greenwood was sleeping on 
his side, and received the full force of the 
heavy fall on his right shoulder, thus pre- 
venting the two parts of tle bed from entirely 
ses, and which allowed the air to. circu- 
Possessed of the strength of a giant in 
yl nergency, Mr. Greenwood managed to 
raive the heavy cover sufficiently to allow his 
wife tocrawl out. She immediately aroused 
some men in the house, and with their assist- 
ance Mr. Greenwood was released from his 
cramped quarters. He was nearly uncon- 
scious, and sustained several severe cuts and 
bruises about the head and shoulders,—Fu7- 
niture Journal, August, 1893. 
When you needa reliable bed go 
Silvey & Son and buy the **G: raid 


» Robert 
” the 


only self-locking bed made, at No, 67 Main 
street, Zanesville, O, 
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HARD TO ANSWER. 
. H, Zeiuin & Co., t 





Chemical & Medical Preparations, 
PHILADELPHIA, Sept. 12, 1893. 
Editor of Printers’ Ink: 

A few suggestions to the gentleman who 
secks information through PxinTers’ Ink, as 
to what mediums should be used in advertising 
a new patent medicine, ‘laking it for granied 
that the article to be advertised is entirely 
new, and also that its sale is to be exclusively 
through druggists, the writer would take up 
first the daily and weekly local papers, for the 
reason that they cause more immediate inquiry 
for the article and bring quicker returns to the 
advertiser, The medicine should be in the 
» hands of the local druggist, if possible, at the 
same time that the advertising begins in the 
local paper, If the article advertised can be 
readily sent by mail, then the monthly publi- 
cations might give good service and help make 
the medicine more generally known, because 
the circulation of the monthly is more scat- 
tered than either the local daily or weekly. 
For the same reasons, papers of local circula- 
tion might be taken up in advance of the 
goods being placed with the druggists, 
that the readers of the paper, by the 
mere mention of the name of the medi- 
cine, shall become somewhat acquainted 
with it, and be more readily attracted to it 
when they see it later on the shelves of tie 
druggist, and also more profusely advertised 
in the localpaper. The method of advertising 
the medicine must, however, be largely in- 
fluenced by the plans adopted by the proprie- 
tor for pushing his business, 

Respectfully, 
Tueo, A, Fe_snerc, Manager. 





> 


A COW FOR SALE, 
From London 7it-Bits. 

Some years ago in a very rural district a 
farmer had a cow for sale. Now, as there was 
no weekly paper to advertise in, it was the 
custom of the vicar to give such notices out 
to his congregationon Sundays. Sothe farmer 
thought he would go to the vicar and get him 
to advertise the cow in church. 

‘* Yes,’’ says the vicar,’’ but you don't come 
to my church,” 

And they struck the bargain that the vicar 
should advertise the cow, and the man in re- 
turnshould gotochurch. Now, unfortunately, 
the man was very deaf, and on the Sunday 
following, when the vicar gave out the banns 
of marriage between Joseph So-and-So and 
Sarah So-and-So—a rather unusual incident, 
for they seldom had a wedding—the farmer 
took it for granted that the vicar was giving 
out particulars of his cow, and shouted out : 

** You may as well say, while you are about 
it, that she is a most gentle creature, entirely 
free from vice, and a great eater.” 








A GERMAN ADVERTISING PUFF, 
From the Fliegende Blatter, 

Monsieur Bidel’s menagerie has lately been 
enriched by a couple of magnificent Bengal 
tigers. A brief account of the capture of 
these denizens of the jungle, may interest 
our readers. A party of Indian hunters, on 
being taken by one of the native guides to a 
well-known haunt of these beasts, pro- 
ceeded to collect a mass of withered leaves, 
which they spread over a considerable surface 
of the ground, and afterwards sprinkled pretty 
freely with liquidcement, They then climbed 
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into a tree to await the result, Presently, 
halt a dozen tigers issued forth into the space, 
where they found their progress impeded by 
the slimy leaves which stuck to their paws, 
while their attempts to free themselves only 
made matters worse, as the leaves adhered to 
their mouths and eyes, when, in their despair, 
they rolled about on the ground until they 
presented to the eyes of the spectators a living 
mass of decayed vegetation. Our sportsmen 
now descended from their hiding-place and se- 
cured their prey,which was comparatively easy 
work, After stripping the tigers of a portion 
of their superincumbent loads they attached 
the right forepaw of each to the tail of its 
predecessor by applying a little of the cement ; 
they marched them in “Indian”? file to the 
nearest port on the Ganges, whence they were 
conveyed to Europe. The above ceme:t is 
unrivaled for repairing broken glass, china, 
ivory, etc, It is manufactured by Messrs. N. 
and Co., at Barmen, and can be had of all 
respectable chemists, 





SIGNED ADVERTISEMENTS. 
From the Weekly Journalist. 

Two or three months ago Printers’ INK 
began the publication of a couple of pages of 
short advertisements suitable for the use of 
retail merchants, and introduced a week or t.vo 
later in this department the novelty of signed 
advertisements, ‘These specimen advertise- 
ments are constructed by various experienced 
and well-known ‘‘ad architects,” and it is in- 
teresting to compare the work and methods 
of the different writers thus placed side by 
side. This innovation may be the first stepin 
a movement that will yet lead to signed adver- 
tisements becoming as common as signed 
newspaper and magazine articles are now, 
There is indeed no good reason why advertise- 
ments should not be signed as well as articles, 
It is not so long ago since magazine and news- 
paper writers began seeing their names ate 
tached to their work, Up to 1860 the contri- 
butions in Harper's Monthly were almost al- 
ways anonymous, and the names of such dis- 
tinguished men as Thackeray and Dickens 
never appeared on the table of contents. It 
was not until 1886 that, following the lead of 
the Century and other magazines, the names 
of the writers were prefixed to the articles 
themselves. Since then other journals, as the 
New York /ndependent and the Writer, for 
instance, have gone a step farther and affixed 
also the author’s address, 





NEWSPAPERS AS NECESSITIES, 
From the Sacramento Bee. 





The mistaken idea has been driven into the 
heads of the prison directors of this State that 
the reading of a newspaper is an element 
against the reformation of criminals, and 
consequently all daily literature is denied to 
the poor fellows in our State penal institu- 
tions, The Bee has always laughed at this 
notion as utter nonsense, prison should not 
be a place where the life, the heart, the soul 
are crushed out of a man, but a temporary 
abode, where reformation is accompanied by 
education and instruction, The years that 
men spend in prison should not be years of 
darkness, but of enlightenment. Ignorance 
is the fruitful mother of crime, while knowl- 
edge is its antidote. There is no knowledge 
equal to that to be obtained from the perusal 
of a good newspaper. A newspaper ina re- 
formatory institution, as well as in an alms- 
house, is a necessity, not a luxury, 
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A CHANCE TO MAKE 


MONEY 


To Newspaper Publishers: 


A New Department has recently been 
introduced to PRINTERS’ INK which makes 
the paper specially valuable to local adver- 
tisers. On pages 328 and 329 are samples 
setting forth the idea. These Ready-Made 
Advertisements please local patrons and 
make them value newspaper advertising 
more. 


We solicit the effective aid of Newspaper 
Publishers in our efforts to place «The 
Little Schoolmaster in the Art of Advertis- 
ing’”’ in the hands of local business men 
everywhere. 


Every subscriber PRINTERS’ INK can 
secure among your local advertisers will be 
a source of profit to yourself as well as to 
the little paper. Publishers everywhere 
find that local advertisers value and ap- 
preciate PRINTERS’ INK whenever they 
have had an opportunity to become ac- 
quainted with its merits. 


Address all communications to 
PRINTERS’ INK, 
10 Spruce St., New York. 
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PRINTERS’ INK. 
READY-MADE ADVERTISEMENTS. 





Original Suggestions From Various Coutributors. 


Readers of Printers’ INK who make use of any advertisements appearing under this 
head will confer a favor by mailing a marked copy of paper containing same to the editor of 
Printers’ Ink, Newspaper Box 150, New York City. 





For Real L:state—(By Jed Scarboro). For a Jeweler 
A MAN JEWELRY 
WITH A is not bought for temporary use, but 


as a permanent and serviceable ornament. 
BLUNT NOSE There is often as much value in the make as 
in the material. 

Has keen enough | Take a dress ring, for instanc e, of solid gold 
business scent to smell future profit in the lo s | 4nd genuine stones, If not made with care, 
being sold this week at Croesus Park. The beth metal and gems are wasted—the latier 
town’s overflow will move there as surely as , May be easily lost through loose setting. The 
water seeks its level. characteristic of the Paragon Dress Rings we 
are now offering is that they are the most 
carefully manufactured goods on the market. 
Every one is guaranteed, both as to material 
For Shoes—(By Top O' Collum), and workmanship. 


What is on Foot ? L. GOLDSCHMIDT, Jewe er. 


For a Stationer—( ly Sidney C, Lewi). 


On the feet of most of WRITERS DECLARE 


the best-dressed men in 


this town you will find THEN RIGHT 
The Kumfort Shoe. ("meee 


PEN « at JONES’, 
It Looks Right, INK, 187 Centre St. 


It Wears Right, 
It is + eet 














| Stationery of all kinds. 
| Magazines and Books, 
| on = 
1! 

For a Barber—(By T. B. Russell). 
1????????P 





For Crockery—(By A. New Comer). Are Our Si : 
‘ - OMEN r. Andrew > 

W ORDS RE W E ’ Scalps Safe? famous En- ° 
glish physt- 5 


w is n, the* 
DEEDS ARE MEN,” 
? cian, ‘says that you cant brush your hair * 








is a slander on the gentle sex. If too littke—or your scalp too much. 
the author of that expression ? 
could have seen the women about ? But with the sap oetcaagd ba: ber-shop ? 
our counters yesterday as they brush, made so as to carry all be- > 
gathered in the bargains in dinner ? fore it and used anyhow, the ¢ 
sets, he would have retracted on > question that is apt to present it- 5 
the spot. What a pleasure to f self is this: Are our scalps safe ? ‘ 
? The Ideal is embodied in two lines: ? 
INVITE A FRIEND), : 5 
s Perfect Cleanliness, ! 
TO DINNER}? Most Skilled Attendance. ? 
when you know that every dish brought on the | ? These are what you get at 
table will excite admiration, We have dinner | ? EPSILON ZETA’S 


? 
? 
sets that are really works of art—you don't A : : 
have to “go broke”’ on them, ann. When | ? Hair Dressing Saloon and Barber Shop, ? 
looking for something in the crockery line, | ? Omicron Street. ? 


just remember l>pperrr2r22222222 2222222? 


DEEP, DISH & co, SESGECAL CCC ECSCesCesee Cees ese ea 








For Shoes, | 
WE’RE OUT GUNNING | 


for the man who thinks he can't get shoes to 
fit except by having them made to order. 
Perhaps you don’t know what a variety of | 
lasts the leadiny manufacturers have nowa- | 
days. The only trouble is to find a retailer 
who carries them all. We have made a 
specialty of fitting all sizes and shapes of feet 
—it costs a little more to carry so large a 
stock, but it pays in the end. 





For Bedding—(By S. Norwalk). 


Your “Downy Couch” 
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For Groceries. 


AT 
MEAL-= 
TIMES 


do you ever consider the quality of the 
food you are eating? It may be good. It 
might be better, purer, fresher and more 
wholesome, 

Is it not worth while to make sure that your 
Tea, Coffee, Sugar, Butter, Egxs, Spices, and 
innumerable other groceries are of the best 
quality? There is such a trifling difference 
in the prices of the best and the worst that it 
certainly does not pay to buy the worst, even 
on the faise ground of supposed economy. 

The best is always the cheapest, because 


is only a figure of speech unless it is, the most satisfactory and curable, and the 
equipped with the daintiest and best of | very best of everything in the Grocery line is 
bedding. Blankets and quilts such as! kept at 








our mother used to tuck around you— | 
fight, soft and warm—are now being 
sold at our store at prices that delight 
housekeepers. What will invite 


Pleasant Dreams | 


like our pure wool blankets of soft, downy 
finish, and good old-fashioned “* comforters ”’— | 
aptly named—that possess a maximum of 
warmth with a minimum of weight? Now is 
the time to make provision for the winter. 





For a Clothier. 


WHAT IS 
YOUR IDEA 


ofa Fall and Winter Suit for your 
own wear? You certainly have an | 
idea of avout what you want. Who 
knows, perhaps we have the same 
suit on one of our tables that you 
have in your mind's eye. However, 
it will be well worth your time to in- 
spect or stock of fine Fall and Win 
ter Tailor made Clothing. We have 
the largest assortment of new, stylish 
goods, and feel confident that we 
can please you 
Liglit- eight overcoats, too. 


T. O. BOGERT. | 


For an Oil and Paint Store. 


A PAINT POINTER. 


Many people believe that all paints 
are alike—that they are nothing but 
oil and color mixed, That is true of | 
common, inferior paints. Brains are 
also used to blend good paint. So is 
conscience. Paint made without skill 
or honesty is no geod. Ot course it 
costs far less than the genuine article, 
and, equally of course, it is far dearer 
in the end. We have no ambition to 
sell any but the best—it would not pay 
us to do so. 

Our Triumph Paints are widely 
known for their uniform quality, dur- 
ability and economy. Ready mixed 
and fit for use. Their value you will | 
discover on trying. 

I, C, BRUSH & CO, 





' now we are offering special inducements in 


SOUND & SWEET’S. 


For Gloves, 


HANDS 


are not more 
detestable than 


DIRTY 


‘SOILED GLOVES! 


The false report that the Princess 
of Wales wears only one pair of 
gloves a mouth has been run to 
earth. It now appears that she 
never wears the same pair twice. 
All self-respecting women 
stantly keep a stock of fresh gloves, 
Let us show you the latest shades 
and best makes, 


con- 


For a Druggist—(By S. Norwat/k). 
DRUGGED TO DEATH! 
A Terrible Tragedy 


often results from carelessness on the part of 
druggists. We believe that we cannot be too 


careful in compounding prescriptions and dis- 


pensing drugs for our customers, Every pre- 


scription that leaves o.r store is carefully 


checked by a second clerk, and the most rigid 

system is observed to prevent any error in 

handling powerful poisons, Physicians fre- 

quently warn their patients to patronize onl 

the most reliable druggists, for how ineignift. 

cant is a small money saving when perhaps 
A LIFE IS AT STAKE, 





For any Business. 


‘LOTS 


Of holes in a skimmer! 


Lots of ways of throwing away money, 
One of the best methods of economizing is to 
watch the markets carefully and buy when 
prives have reached the bottom notch. Just 
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SCIENTIFIC ADVERTISING. 
By Dr. A. E. Dickinson. 
(Manager Chemical and Pharmaceutical De- 
partment, the Cudahy Packing Co.) 

My first considerable experience in ad- 
vertising was in publishing the praises of 
a patent medicine. I printed many thou- 
sand four-page sheets, about 12,15, 
and made contracts with the country 
papers to issue them as supplements. 
‘The scheme was a great success, and it 
was surprising to what extent the 

‘country papers used it. Having for 
years dropped out of any connection 
with advertising, I did not again take 
it up until eighteen months since, when 
I assumed the management of the 
Chemical and Pharmaceutical Depart- 
ment of the Cudahy Packing Co., South 
Omaha, Neb. My first effort in the 
meager moments at my command was 
to impress the name of the house on 
the medical profession and trade, ‘This 
I did by using large block cuts of both 
hogs and steers, with suitable inscrip- 
tions thereon. These were criticised, 
but they were always noticed and com- 
mented on, That wasenough. Hav- 
ing accomplished their main object, 
that of announcing the existence of the 
Cudahy Packing Company and herald- 
ing the products of our pharmaceutical 
department, they were dispensed with 
as a feature of our advertising methods. 
I then commenced to insert fresh ads 
every issue, using catchy phrases—for 
instance : 
IF YOU WANT GOOD AND PURE 
ovee« PEraen. 

We are headquarters. 

30,000 Ibs. per annum. 

These ads I run principally in trade 
journals. This class of mediums I 
have found valuable only to keep the 
business before the trade. They do 
not create a demand or make a cus- 
tomer, They only serve as an intro- 
duction, so that a dealer is not surprised 
at the appearance of a traveler. 

Our advertising in medical and drug 
journals is written largely from a 
medical and drug standpoint. ‘Too 
busy to perfect all of this work, I 

aimed to supply the meats and leave 
the dressings and sauces to the caterer 
who serves us. He has worked earnestly 
in our interests, and co-operated 
with us with marked good results. 


The advantage ot a skillful helper with 
his mind only on one thing is very 
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and his value exceeds 


evident, any 
reasonable commission asked. Our 
line of medical journals, upwards of 
seventy-five in number, are of the best, 
and almost invariably we have the most 
conspicuous half page. I take nothing 
smaller or of less value than the best 
half page. ‘This class of advertising is 
difficult, and having a number of prod- 
ucts and so much to say of each, it 
follows that there is only a brief men- 
tion. I endeavor to make up for the 
absence of the description by the at- 
tractiveness of the ad—a sample: 


NOT ONE HOUR 
ELAPSES 
From the time the Stomach is taken 
from the Hog until it is delivered at our 
Laboratory. Why shouldn’t we make 
the best PEPSIN ? Weshould. We do. 


Our line being new, I endeavor to 
make our name, products and capacity 
better known than to give the thera- 
peutic indications of all or any of our 
articles. We are thus brought prom- 
inently before the class we aim to reach, 
through the medium of medical and 
pharmaceutical publications. 

The class of literary journals I have 
used have been the very best, no space 
too good, no medium too expensive for 
our requirements. Gradually this class 
of advertising has been improved and 
extended, until now it is fairly respon- 
sive, and covers almost all first-class 
mediums. Here is one of our quarter- 
page magazine ads, showing only the 
most catchy part: 


The Real Hub 


of the universe is not 
Boston, but 


Cudahy’s 
Extract 


of Beef, 
Rex Brand, 


which is the preserved 
nutriment of pure lean 
‘" beef., It makes. per- 
fectly delicious Soups 
and Gravies, giving appetite and 
health. 
It is unlike the ordinary beef ex- 
tracts, and will be a pleasant surprise 
to those who haven’t tried at> 





With the help of a devoted firm of 

















advertising agents (for I aim to ignore 
no channel or helper) I have aimed to 
make the ads closely meet the public 
taste, and I aim at absolute freshness 
for every issue. In this connection 
one cannot ignore the services of the ar- 
tistic helper; his aid is invaluable. 
His meritorious work is shown on the 
advertising pages of all the high-class 
monthlies. 

Another feature, not purely adver- 
tising, is the personal canvass of the 
medical profession, delivery and mail- 
ing of samples. ‘These features we 
have not worked to any considerable 
extent. The successful interviewing 
of a physician in the face of the present 
competition is an art in itself, deserving 
treatment not possible in an article of 
this length. 

I have also put up 1,200 wall signs, 
bulletin boards, etc., during the past 
year. This is a most attractive form 
of advertising, and doubtless effective 
for some lines. It is a choice between 
doing the work yourselves with your 
own men at a lower rate, and taking the 
risk of being painted out by the sign 
space pirates—and no more audacious 
lot of pirates ever infested the Spanish 
main—or employing the large sign paint- 
ing houses who do the work artistically, 
protect your signs, and take your es- 
tablishment and personal effects for 
remuneration. The advertiser who 
took World’s Fair sign or bulletin 
boards in the city of Chicago this Co- 
lumbian year (except a few as a matter 
of pride) will never die of brain fag, 
for his brain never contained any great 
amount of what is called gray matter. 
Disappointment or chagrin will never 
kill or even worry him. 

Street car advertising is a more mod- 
ern form of making one’s wares known. 
We have had our signs in about 5,000 
cars, advertising almost exclusively our 
Rex Brand Extract of Beef. These 
signs have been the most handsome of 
their class, interspersed with printed 
texts. I am no poet, so if the poetry 
is not that of Longfellow or Bret Harte, 


Iam scarcely at fault. As a rule, the 
texts are more often read than the 
most attractive sign, and even poor 


poetry is more catchy than good prose. 
Street car advertising is undoubtedly 
valuable, but its usefulness depends 
largely on the class of goods that are 
for sale. Much depends on the sign 


location and the quantity of signs in 
the car, as well as the class of patrons. 
It is most difficult to trace results from 
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such advertising. The advertiser of 
limited means can invariably find more 
responsive mediums,” The extravagant 
prices charged may be noted on the 
Broadway cable roads of New York or 
on the Intramurai railway at the 
World’s Fair. In the latter case they 
wanted $50,000 for an exclusive space 
during the World's Fair season. 

Does advertising pay? How shall 
it be done? Each person must decide 
according to his own light. First of 
ali, the prospective advertiser should 
determine the class of people he wishes 
to reach, and not attempt too much ; 
choose the medium, get up an attractive 
ad, kee it fresh, secure the skill of a 
professional, who will save you from 
unprohtable contracts and poor ads ; 
that is, if you know what you want and 
insist on getting it. ‘To get results it 
will take time and patience. You will 
grow old and weary, and your bank ac- 
count will show on the debit side, but 
you must ** keep everlastingly at it,” but 
oh, my ! what it costs. While you are 
hopeless, your agent will wear his dia- 
mond pin and drink Apollinaris and 
champagne to your Hygeia and An- 
hauser-Busch. In a few years, how- 
ever, sitting on the quarter-deck of your 
steam yacht, you will be able to pass 
his catboat at a 22-knot speed, gen- 
erously avoiding swamping him because 
he made the yacht possible. 

The trained expert is one who is 
thoroughly grounded in the printer’s 
art, who understands how to construct 
an ad so that its principal points shall 
be quickly seen and make an impression 
on the mind of the reader. Such a 
man knows the value of words, when 
to use many, or when to be concise. 
His acquaintance with publishers en- 
ables him to secure the best spaces, to 
get prices even with a brokerage that 
cannot be secured by the principal at 
the counting-room. He secures write- 
ups that would never be granted to an 
advertiser direct. He can discriminate 
between real and fake mediums. In 
fact, if he is what he claims, and is in- 
terested in his clients, his services are 
indispensable. Of course it sounds 
well to say, ‘‘ We place our advertising 
direct.” Such a statement can only be 
made by an egotist, or by the advertiser 
of widespread connections, whose busi- 
ness alone requires the services of an 
expert. 

Even so large a house as the Cudahy 
Packing Company wants results. ‘The 
careful insertion of each ad is zealously 
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provided for, its every appearance 
checked and all little details thought 
of, as if the very existence of a great 
plant with almost unlimited capital, 
buildings covering 23% acres of 
ground, with a pay roll of 2,500 men, 
25 great managing departments, 
branches and correspondents in almost 
every center, and an annual output of 
$25,000,000, was dependent on the ad- 
vertising of the Rex Brand Beef Ex- 
tract, of which they have a capacity to 
make 200,000 Ibs. per annum, and also 
some 30.000 lbs. of Pepsin and _ its 
compounds, which can now be found 
in some 50,000 drug and grocery stores 
in the United States. If with prodig- 
ious efforts, superior products, skilled 


and faithful salesmen, earnest artists 
and agents, urlimited capital and 
credit, we have in one year done the 


work that our competitors required 
from three to six years to do, some of 
such results must be due to past expe- 
rience, as well as to ‘* Scientific Adver- 


tising.”"— Zhe Western Advertiser, 
Miscellanies. 
Up to the Times.—‘t Now,” said 


the editor to the applicant for a place as soci- 
ely reporter, ‘‘do you speak of a well-dressed 
woman or a well groomed woman?” 


“Oh, both are passe,” replied the appli- 
cant, ** Tsay smartly gowned,’ —Judge. 
At the Gate.—St. Peter: What 


right have you, a miserable newspaper editor, 
to ask admittance ? 

Applicant—My paper never estimated the 

cost of a trip to the Fair, 

St. Peter (opening gate)—Enter, then, and 
sit next to the editor of the paper “that never 
printed ‘ Letters from the Fair.’"—/’uch. 

An Idea He Had.—*‘ We don’t pay 
for poems,”’ said an editor to a would-be con- 
tributor. 

** | supposed as much, judging from those 
you print, but I thought’ you might waut to 
improve your style,’ '— Town Topics. 


The Editor I vacked Enterprise.— 
“Want a scoop?” inquired the blear-eyed 
man who had zigzagged into the city editor’s 
room, 

“* What kind?” said the city editor, 

* Suicide.” 

“ Whose ?”’ 

**Nev’ mind, Reg'ler sensational suicide. 
All th’ facts. Clean scvo; Nobody knows 
blame thing “bout it yet. Want it?’’ 

* IT think not. 

* Allright,’ rejoined the visitor, zigzagging 
toward the door. *“1’m goin’ to kill myse!f in 
’yzactly two hours. _ For four beers, pay’ble 
in advance, I would ’a give your paper the 
p ticulars, and told you where th’ reporter ‘d 
find me after the job was done. I’il go and 


give it to some other paper, and you can go to 
thunuer.” 

And he went swiftly, grumblingly and pro- 
fanely down the winding stairway four steps 
Chicago Tribune, 


at a burp 
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““ Mr. Pennersby,” said the city edi- 
tor to the reporter, ‘did you write this sen- 
tence—* The Congressman stova speechless 
with amazement '?’ 

“Yes. Is there anything wrong with it?” 

“ Well, I don't know, Unless you are very 
sure of your facts we'd better change it to 
‘The Congressman was amazed.’ '’—Buffa/o 
Courier. 


A Grinding Profession.—*‘ 
Bobbetter! How is literature ?’? 

‘**Oh, I’ve given it up!”’ 

“Indeed? Writ ing too laborious ?”’ 

““No. The writing was easy enough; but 
readiny it over afterward got to be a bore.” _ 
Puck. 

A Conservative Estimate.—‘t The 
value of such a poem as this cannot be ex- 
pressed in mere dollars!” exclaimed Mr. 
Rondo. 

** No, it cannot,’’ agreed the editor ; *‘ we 
will pay you seventy-five cents for it.""--Li/. 

The Pall Mall Gazette has evolved 
this new system of measurement, which it 
calls Mud'e measurement, in honor of the 
great cir ulating library man in London with 
that name 

* Ten lines make one page ; 
Ten pages make one point; 
‘lwo points make « ne chapter ; 
Five chapters make one e pisode ; 
‘Two episodes make one volume ; 
Three volumes make one tired.” 

Successful Poet : I believe in writing 
introspectively —in looking constantly within 
myself for something to write about, 

Unsuccessful Ditto (hungrily)—I might do 
that if | had anything in me.—7owx 7/ofics. 


SOME LEADING NEWSPAPERS. 
ARKANSAS. 


In Conway County, Arkansas (pop 19,459), the 
largest c¢ lation rating is accorded to’ the 
Weekly Pilot, published at Morrillton. 


CALIFORNIA. 


OUR HOME, San Francisco—Is given an av- 
erage monthly issue of a by far the largest 
of any monthly in Califora' 


DISTRICT “OF ¥ COLUMBIA. 


WASHINCTON, 
daily paper in the District 
Columbia the exact accuracy of whose 
culation ratings the American Newspaper 
Directory guarantees by a $100 forfeit. its 
record shows a regular average daily issue 
for the past year of 36,986 copies. 
GEORGIA. 
JOURNAL Atlanta, is the only daily paper 
9 in Georgia and its weekly edi- 
tion isone of the (only twenty) weekly papers in 
the State the exact accuracy of whose circula- 
— Boor the American Newspaper Directory 
tees by a #100 forfeit. Its record shows a 
regular issue for the past year of 18,083 copies 
daily, and 11,086 copies es This is the 


largest circulation rat ing given to any daily in 
the State. 


Hullo, 

















is the onl of 


cir- 


MASSACHUSETTS. 


Farm-Poultry, “Boston, | monthly: regular 
circulation 30,711, much larger than any other 
publication in | ag omer devoted specially 
to the livestock in t, or — a other 
Poultry journal in the United Si 


MISSOURI. 


MEDICAL BRIEF, monthly. St. Louia, has 
rej issue of 30,473 copies, guaranteed by 
American Newspaper Directory, | a larger circula- 
tion than any other medical journal in the world, 




















NEW YORK. 


THE 

s 
Daily Metal Market Report, 

292 PEARLST.,N. Y.CITY, 
is one of the conte six) daily papers in the city 
the accuracy of whose circulation a the 
American eon Directory guarantees by 
° 1.4 forfeit. ord shows a regular issue 

e past year of 400 copies. 


re OGRAPHIC WORLD, New York 
City, is one of the (only forty-two) monthly ub- 
lications in the city the exact accuracy of whose 
circulation ratings the American } “ge age Di- 
rectory guarantees by a $100 forfeit. I cord 
shows a regular issue for the past year of 21,742 
copies. Is read monthly, from cover to cover, by 
meres of thousands of stenographers and 
-writers. Libraries and associations alone 

p 4 scribe for over 200 copies. Address Phono- 
graphic World, 45 Liberty Street, New York City. 


OHIO. 
YMeveland, 


The American Builders i excsre: 


rgest circulation rating of any archi- 
A.B, Or builders’ journal west of New York. 


PENNSYLVANIA. 


Pittsburgh PRE has the largest circula- 
tion rating of any RES i that city, viz: 40,964 


TEN, NESSEE. 


MEMPHIS APPE AL-AVALANCHE — Is 
given a larger circulation rating for its daily, a 
larger circulation rating for its Sunday and a 
larger circulation rating for its weck 
accorded to any other daily, 
weekly paper in — 








Sunday or secu 


Displayed Advertisements 
50 cents a line; $100 a purge; 25 per cent 
extra /or specified position—if granted 
Must be handed in one wv week in advance. 
SE At E TELEGRAPH, the leading | 

Democratic daily north of San Francisco. 
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PENDENT. Own your own news- 
a for estimates to PICTORIAL 
, 132 Nassau St., New York City. 
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lehem, Pa. 
Sup ERIOR Mechanical E Bograving, Photo Ele 
) trotype Eng. Co.,7 New Chambe N. | 
First-class, and no other 


' rs St, 
JOB PRINTING. Printers’ Ink] Press, N.Y 
PU B Li Always pase 


dvertiaers 


OPINION Sot *'ge. vor. | 


NEW YORK LEDGER 


neapol is, 


The Housekeeper, | “a 


Pays Advertisers. 





A + tM 


THE 





GEE MANIA, Mane shester, 

E Ti A COPY = Ms 80, 000 

_ Detroit, Mich,” . 

HOPKINS & ATKINS. 

hn = ay DC. 2b 

~erience 

The only garie A rade Lists, Envelopes and 

Wrappers addressed in a hurry by - hinery. 

Names guarante 3 sheolue 1 correc 
ticulars address F ELKNAL A roe, 
way, New York da 
Are the Best PREMIUMS. 


Prove 15 cts. 
PA I EN I s&= Write te for tatormation 
Address the manufacturers direct. 


line. MONG ‘. MONT ” 
DRESSINC 
S14 316 
THE PHILADELPHIA WATCH CASE £O., 








ts RIVERSIDE, N. J. 
BOOM ‘335, 1 


We have told many—and will tell you 
HOW Write! Chi. Phote. Engraving Co. 
° 185 Madison St., Chicago. 


EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 5,500. 
Advertisers find IT PAYS! 


PNEUMATIC TUBES 


FOR NEWSPAPER CFFICES. 
SEND FOR ESTIMATES TO 
METEOR DESPATCH CO., 

28 E. 14th st, New York. 
89 State St., Boston. 
The Rochester, N. Y., Herald uses our system 


i sy LAW 
T HOME. | 


RU 
r— te we dae how 
School of Law, 
(Incorporated ) Send ten 
cents (stamps) for 
particulars to 
4. COTNER, JR-) SEC'Y 
OETROIT, MICH. 
25 Telephone Bldg 
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The “NEW MODEL” Web. 
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for WORKMANSHIP, 


| 


160 WILLIAM ST., NEW YORK. 
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Compare it with any other similar machine 

SOLIDITY, 

ACCESSIBILITY and SIMPLICITY. 
BUILT BY THE 


CAMPBELL PRINTING PRESS & MFG. CO., 


COMPACTNESS, 


(Ad 
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BUSINESS CHANCE 


To a practical man having experience 
in the 
Manufacture of 


PRINTING INKS, 


BLACK anv COLORED, 
BOOK, JOB ano LITHOGRAPHIC, 





The undersigned will se!l, on favorable 


terins, 


A CONTROLLING INTEREST 
One of the ion. ; 
Best Known, 
Best Established 
and Profitable 


PRINTING INK MANUFACTORIES 
IN THE UNITED STATES. 


Address GEO. P. ROWELL, 


No. 10 Spruce St., New York. 











INK. 


Tue plan adopted for the 
American Newspaper Directory 
for 1894, whereby each pub- 
lisher of a newspaper who has a 
page advertisement receives 
twenty copies of the book for 
distribution his most 
patrons, 
with a special index to his page 


among 
favored advertising 
stamped in gold leaf on the out- 
side cover, and those who have 
half a page receive six books 
for the same purpose, will insure 
the book even a more general 
distribution among advertisers 
than if that is 


ever before, 


possible. 














= Old Mr. Gutenberg 
was a great man in his way, 
but as far as attractive, effective 
printing is concerned—from a 
card to a magazine—he wouldn't 


be in it with the 
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: Printers’ Ink Press. 





Let us figure on your next order for printing, no 
matter how small or large. 


WM. JOHNSTON, MANAGER, 


PLETE 
, NAA NAA KAPPA 


10 SPRUCE ST., NEW YORK. 
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In an article published on Sep- 
tember 3d, 1893, 








oI 


Che = Sui 


credited THE RECORDER with a 
larger circulation than any other 
two-cent newspaper, except THE 
SUN and one other, and 


REMARKED: | 


“The Recorder | 











IS A FAVORITE 
WITH WOMEN.” 


ELTTTINTT ere TTT 


: IS As it is » aan mutes that ‘ 








women spend nine-tenths of the ) 


money that men earn, the moral * 
is distinctly visible. 4 


a a ee | 

















WHY 


do many ad- 
vertisers {fail 
to succeed P 


swers to the 
question. The 
truest is that 
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WHY 


should they 
trust to their 
own inexperi- 
ence of these 
an- things, when 


they can se- 
cure skilled 
service that 


err in ensures effi- 


theirmethods ciency 


and 


or mediums. economy P 


WHY 


not avail them- 
selves of the ser- 
vices of an old and 
reliable house like 
that of the Geo. P. 
Rowell Advertis- 
ing Agency, 10 
Spruce Street, New 
York, and save 
time, labor and 
money, besides se- 
curing original 
methods ? . ; 
And echo answers 


WHY 















